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In this chapter, I argue that the contemporary superfood movement, which is currently 
embraced by a strata of the financially well off in North America and Western Europe, is not 
socially, politically, or economically progressive. I also argue this movement fails in its 
stated objective to change the quality of our food, transform the consolidated food production 
system, and improve the state of public health. Rather, I contend that superfood companies 
like Navitas Naturals, Naturya, and Raw Revolution, through a variety of discursive 
strategies, work to visually and linguistically construct their products as progressive in order 
to mask an underlying reliance on neoliberal business practices, nutritionism, and gendered 
stereotypes.1 It also relies on the harnessing of discursive strategies in order to build a kind of 
tribe or cultlike social identity around the sustained consumption of superfoods. In 
supporting this position, I begin this chapter with a description of what superfoods are, how 
they differ from functional foods, and provide a brief background into the companies taken 
up in this piece. I then discuss critical discourse analysis (CDA), which I then use to unpack 
the ways in which neoliberalism, nutritionism, and gender bias function in superfood 
discourse with specific attention paid to how these food products are advertised. 
 
 There is a large degree of descriptive confusion among consumers and scholars with 
respect to the difference between so-called functional foods and superfoods. For the purposes 
of this chapter, superfoods are treated as a subset of the larger category of functional foods. 
According to current statistics, the functional food industry is expected to reach 
approximately $130 billion per year and, according to IndustryARC, will likely exceed 
$305.4 billion by 2020.2 As a foodstuff category, functional foods can be defined as foods 
that are fortified with “special constituents that possess advantageous physiological effects.”3 
Health claims related to these products range from disease treatment and illness prevention to 
weight loss and anti-aging.4, 5, 6 There are efforts in a number of countries to establish and/or 
strengthen laws regulating the health claims on packaged functional foods, with the EU 
leading the charge.7, 8  
As a business category, functional foods refer to sports drinks, energy drinks, 
nutritional shakes, healthy snacks, and breakfast products that have been popularized by the 
likes of PepsiCo’s Gatorade, Coca-Cola’s Powerade, and Abbot Nutrition’s EAS. In relation 
to food products, functional foods include items from such companies as Nestle S.A., Kraft 
Foods, Kellogg Company, and General Mills. These items, often cereal and grain based, are 
typically fortified with vitamins and minerals as well as, more recently, probiotics and 
prebiotics.  
Superfoods, on the other hand, do not have a precise legal or scientific definition but 
can be loosely defined as foods that are thought to be particularly nutritious and energy 
dense. According to Lunn,  
<ext> 
 By far the most well known definition of a superfood relates to the fruit and vegetable 
section of most supermarkets. Here, superfood describes a food that is especially rich 
in phytochemicals. The idea is that by highlighting a number of foods that are very 
good sources of antioxidant micronutrients or other classes of plant bioactives, their 
levels in the diet can be boosted.9  
</ext> 
<indent>Foods that fall into this category include chia seeds, açaí berries, blueberries, 
pomegranates, beetroot, soy, green tea, goji berries, coconut oil, salmon, dark chocolate, 
cacao, and kale.</indent> 
Overwhelmingly, highly concentrated corporate actors dominate the ownership 
structure of functional foods while smaller private companies control the manufacture of the 
superfoods. My criteria for choosing which superfood brands to focus on came down to the 
core factor of media presence—where media refers to predominantly American and British 
health and beauty magazines, in both their print and digital versions, as well as noted beauty 
blogs. Comprehensive business information on each of the chosen companies was difficult to 
gather since they are largely privately held and therefore unlisted. As such, precise details on 
revenues and number of employees were difficult to verify. The following is a brief snapshot 
of each company based on what could be collected from public sources and their websites.  
Naturya is a UK company founded in 2009 with revenues under $500,000 and 
approximately ten employees. They produce ten superfood products grown just outside Bath 
in Wales. These include acai powder, chia seeds, wheatgrass powder, and chlorella powder, 
to name a few.10 Navitas Naturals, the second company discussed in this chapter, is a 
California-based group created in 2003 that sells a large variety of superfoods to customers in 
 the United States and Canada, including organic acai powders, raw cacao, raw cashew nuts, 
camu powders, raw chia seeds and powders, chocolate kits, coconut oil, sprouted flax seed 
powders, raw goji berries, and raw goldenberries. Estimated annual revenue for Navitas 
Naturals ranges from $25 to $50 million while the cited number of its employees varies from 
100 to 250 depending on the source.11 Finally, Raw Revolution is a U.S. company that 
incorporates superfoods such as spirulina, nuts, raspberries, and dark chocolate into 
nutritional bar form. Their products are produced at a factory just outside of New York City. 
Financial information for this company is unavailable.12 
Over the past few years there has been a sharp rise in coverage of superfoods in 
beauty, health, and nutrition magazines as well as blogs. What is unique about these 
particular products is the way in which companies have chosen to market them. In opposition 
to traditional branded food products, corporations such as Navitas Naturals and Naturya do 
not take out conventional print ads in magazines or pay for advertisements on television. 
Rather, these products are integrated into the very stories and recipes that form the content of 
magazines such as Shape, Health, and Women’s Fitness. Marketing one’s product in this way 
entails pitching products and associated stories to magazines and food/health writers. 
Similarly, reviews posted on popular health and beauty blogs often involve the companies 
themselves sending products to the owners of the blogs with the hope that their product will 
appear within the context of a post—most often as a review. 
In order to investigate the principles, assumptions, and norms that constitute the 
visual and discursive representation of these products, I subject each of these company’s 
websites and product advertorials to multiple readings through CDA.13 What makes CDA 
uniquely suited to the analysis of how superfoods are discursively framed and marketed is 
 that it not only describes the constructed values, conventions, and understandings that are 
reinforced by self-descriptions and advertorials but also connects said visual and textual 
representations to larger “social processes and structures which give rise to the production of 
a text, and of the social structures and processes within which individuals or groups as social 
historical subjects create meanings in their interaction with texts.”14 As such, CDA works to 
reveal taken-for-granted political, economic, and sociocultural assumptions while also 
considering the power relationships that constitute and divide interested parties. Because of 
the focus on food and health, I draw on Ferree and Merrill’s inverted pyramid model of 
critical discourse analysis specifically. At the top of this structure is discourse, understood as 
a collection of conflicting and inconsistent but interconnected ideas, followed by ideologies, 
“conceptualized as coherent systems of related ideas that combine explanation with 
normative prescriptions,”15 and frames. Frames are a kind of snapshot of the principal ideas, 
norms, and structures that “shape interpretation and understanding of specific issues.”16, 17 
They are actively constituted through the process of framing—a social and strategic practice 
by which groups actively struggle to produce dominant frames.  
In drawing on this method, and by specifically focusing textual, discursive, and 
contextual significations of superfoods established by Navitas Naturals, Raw Revolutions, 
and Naturya,18, 19 I have come to the conclusion that the discursive frames of neoliberalism, 
gender, and nutritionism constitute the most significant ideational structures that comprise 
superfood discourse. I discuss each of these in kind. 
<a>Neoliberalism</a> 
Neoliberalism, at its core, can be defined as a coherent ideology that aims to promote 
consumerism and consumption in place of participatory democratic engagement.20, 21, 22 The 
 ascendancy of neoliberal discourse in politics and social life have, according to Henri 
Giroux, replaced civic discourse with “the language of commercialism, privatization, and 
deregulation” wherein “individual and social agency are defined largely through market-
driven notions of individualism, competition, and consumption.”23 
The neoliberal dispotif works through superfood companies in a highly contradictory 
way. On the one hand, these corporations aptly present themselves as working against the 
traditional neoliberal, mass-produced, globalized, energy intensive, environmentally and 
personally harmful production and consumption practices that characterize contemporary 
food and nutrition industries. However, at the same time, their positioning within this 
paradigm works to perpetuate traditional capitalist economic structures. 
That is, the media messages shaped by companies like Naturya, Raw Revolution, and 
Navitas Naturals, and the discursive corporate framing of the companies themselves, 
reproduces the neoliberal subject through a variety of tropes and strategies embedded in how 
their brand is presented and products advertised. Specifically, neoliberalism is repackaged by 
these companies and sold as a progressive social movement that embraces social 
enlightenment, localism, and good works. For example, their websites make high hat of their 
founder’s origin stories as it relates to the early development of their respective companies. I 
return to this below. Overall, what is troubling about these firms is that despite constructing 
themselves as progressive, they in fact fundamentally and uncritically work to replicate 
neoliberal ideas like consumer choice, value chains, and individual striving. They also 
promote the idea that resolving the problems inherent in the food system lies within the 
domain of individual responsibility while simultaneously “underemphasize[ing] structural 
fixes” to ill health, nutritional deserts, and the lack of affordable access to healthy food.24 
 As stated, the most palpable example of this kind of framing begins with the 
narratives that describe how these companies were founded and the ideals that constitute 
their present and future development. The brand that most exemplifies this neoliberal version 
of individual striving is that of Raw Revolution. Raw Revolution, according to their website, 
was created in the kitchen of founder Alice Benedetto. The “Our Story” narrative goes on to 
describe how 
<ext> 
Alice started slowly, feeding her delicious, natural snacks to friends and family, and 
then started selling small batches through local stores near her suburban home. When 
the first bars sold out within days, Alice knew that she was on to something. 
</ext> 
<indent>Further on, the website details how Alice and her husband purchased used cooking 
equipment and are now producing millions of bars that are sold globally but all made at their 
family-owned factory outside NYC. The narrative closes by observing that “a lot has 
changed in the last decade, but some things are the same as they have always been. The 
ingredients are fresh. The taste is revolutionary. And the story is just beginning.”25</indent> 
This narrative fulfills one of the primary tenets of neoliberalism, which reduces 
individuals to rational economic actors whose “capacity for ‘self-care’—their ability to 
provide for their own needs and service their own ambitions, whether as welfare recipients, 
medical patients, consumers of pharmaceuticals, university students, or workers in ephemeral 
occupations” becomes the primary measure of their moral autonomy as well.26 
In addition to the “pull oneself up by one’s bootstraps” entrepreneurial ethos 
illustrated by the Raw Revolution narrative, a problematic neocolonial form of capitalist 
 neoliberalism also persists in the marketing of many superfoods. Navitas Naturals, for 
example, which also prides itself on being family owned, roots its history in its founder Zach 
Adelman’s experience of encountering and then beginning to import maca, a root vegetable 
used by the indigenous peoples of Peru, into the United States while on a trip there in 2003. 
As the website proudly asserts, “Our organic superfoods come from ancient cultures around 
the world where they are traditionally used for both nutritional and medicinal purposes.”27 
This form of cultural appropriation has the effect of commodifying, and profiting off of, 
indigenous knowledge in a manner that preserves Eurocentric views of the world. It also 
imposes Western legal concepts like ownership onto traditional knowledge in ways that are 
“inherently predatory and harmful to the interests, worldviews, and self-determination of the 
Third World.”28 In fact, there are a number of patent applications that have been filed aimed 
at gaining intellectual property rights over the herbal-derived extracts of superfoods like goji 
berries. Finally, this appropriation can also be read as a type of corporatized multiculturalism 
that allows for a form of experiencing the Other safely, as a commodified product, “without 
ever coming into contact with actual, potentially fear-invoking racialized bodies.”29 
Navitas Naturals describes itself as committed to socially responsible business 
practices including fair trade, food safety, and direct purchasing. Currently the company 
imports acai from Brazil, mulberries from Turkey, goldenberries from Colombia, and chia 
seeds from Mexico and Chile. The company reassures the reader on its website that 
traditional farming practices and local customs have been preserved through the use of 
photographic images of pristine Andean Mountains, productive yet rural farm land, and 
working indigenous farmers.30 
 The problem with this description and these images is that it depoliticizes the farmers 
from these countries, who are discursively and visually constructed as docile workers, and 
further on, requiring help from benevolent external actors. Zach goes on in the interview to 
state that, in Peru,  
<ext> 
Our partner Carlos was in need of financial support to complete the new state-of-the-
art facility his company is building in Concepcion, so we stepped in to help them 
finish the job by the end of the year. The expansion project will help us keep up with 
growing demand and allow us to maintain even better quality control, and it will 
create room for future growth. Our growing sales, new financial investment and 
noticeable economic impact that Carlos’s business has had in the local community are 
an even bigger deal than I had first realized.31 
 </ext> 
<indent>There is often also the effect, as in the case of quinoa, that demand for superfoods in 
the West pushes up prices so that items that are considered staples in places like Peru and 
Bolivia become unaffordable for local populations.32</indent>  
Finally, the success with which superfood companies have coopted the “alternative 
food networks” movement (AFN)—which is a food production paradigm that advocates for 
more traditional modes of farming based on trust, transparent provenance, and includes 
“farmers’ markets, allotments, urban permaculture, community supported agriculture and 
organic box schemes”—is disquieting.33 The primary result of this neoliberal cooptation is 
that these movements have, in opposition to their rhetoric, become part of the dominant food 
system. As such, the majority of these food products, like many organic foods, will, in the 
 future, likely also be “sourced through global commodity chains dominated by the same 
agrifood TNCs as the conventional system.”34 There is already an established trend of large 
companies like Monsanto and Proctor and Gamble (P&G) beginning to buy up health and 
superfood companies. P&G, for instance, recently acquired New Chapter, a superfood 
supplement company that has also branched out to personal and homecare products. 
<a>Gender</a> 
With respect to gender, superfood advertorials are overwhelmingly targeted to women. 
Gender, in this context, is understood as a social construct where hegemonic understandings 
of masculinity and femininity are shaped by a given society’s dominant norms and values. 
Much of the discourse surrounding superfoods serves to reinforce expectations around 
perceived masculine and feminine interests, behaviors, and concerns with respect to health 
and food. CDA is particularly useful in this context as it not only recognizes how gender 
norms work to organize experience and knowledge but that it also reveals the interests and 
“investedness” that constitute these standards.35  
A large majority of branded superfood tie-ins and general media coverage can be 
found in women’s magazines and blogs/websites with a large female viewership. A focus on 
Western beauty norms, weight loss, and celebrity association is particularly evident in 
relation to how superfoods are framed. Raw Revolution’s press coverage in particular is 
highly gendered and featured exclusively in women’s magazines, blogs, and websites. The 
specific blogs that feature their products include The Hip Hostess, Peace, Love and Nutrition, 
The Healthy Helper, and Blondies, Bakes and Bites, which all present themselves as blogs 
oriented to female self-improvement and empowerment through nutrition, diets, cooking, 
crafting exercise, and fashion in a manner that has “strong tendency to privilege norms of 
 physical attractiveness and the presentation of one’s body for appreciation.”36 These blogs 
also contain strong elements of nurturing maternalism in that they thematize women’s roles 
as primary caregivers, nurturers, cookers, and bakers.  
As a result, superfood marketing has come to frame its products as not only a means 
by which to attain the ideal body type (even it if is promoted using the language of health, 
fitness, and well-being) but also to provide the nutrition and energy needed for women to 
take on the busy, multitasking, caretaker roles they have traditionally associated with. In the 
blog Chic & Sweaty, formerly known as Peace, Love and Nutrition, Raw Revolution’s 
superfood bars are positively reviewed by blogger Jocelyn Steiber as “VERY convenient and 
easy to fit into my busy lifestyle,” and, “because they are raw,” they are able “to give your 
body more nutrients and enzymes.” Finally, in a nod to body maintenance, she notes that 
although these bars are “the perfect blend of carbs, fat and protein,” one should be careful 
since, as Steiber warns, “because of the nut content they are high in calories/fat.”37, 38, 39 
Assumptions around gender-normative taste preferences are also present in the 
marketing of superfoods. What is most interesting about this form of gendering is that it is 
highly paradoxical and persists concurrently on opposite ends of the health and taste 
spectrum. Traditionally, the foods associated with women and the food choices they make 
either center on lighter fare, “for example salad[s] . . . [which are known] as a feminized and 
feminizing dish[es],”40 as well as items categorized as “light,” “low calorie,” and “diet 
foods,”41 or the complete opposite. Within the first category, superfoods of the seed and nut 
variety are often suggested as good additions to salads, as in Navitas Natural’s Dragonfruit 
Salad recipes. In fact, Navitas Natural’s recipe section is filled with an entirely vegan menu 
that fits the normative expectations of women’s food choices. Recipes for butternut squash 
 soup, goldenberry pilaf, pineapple tofu kabobs, and spinachadillas are described as elegant, 
vibrant, green, meatless, and in style, by the website.42 
At the same time, superfood manufacturers target a further, entirely different, taste 
profile—namely, sweets. Historically, the consumption of sweet foodstuffs like desserts, 
baked goods, and chocolate by women has been identified as sources of pleasure, sex, desire, 
and lust. Kathleen Banks Nutter points out that chocolate in particular has had a strong 
association with women and sex since the sixteenth century, stating that “even before 
women’s lust for chocolate was recognized, the connection between chocolate and lust was 
made.”43 Susan Bordo states that “mythological, artistic, polemical, and scientific discourses 
from many cultures and eras certainly suggest the symbolic potency of female hunger as a 
cultural metaphor for unleashed female power and desire.”44 As well, many junk food ads 
targeted to women play on the perception that women have a highly tormented relationship 
with food and where “giving in” is oftentimes framed as a form of empowerment or way to 
attain comfort. 
Also of note is the historical development of cultural expectations and norms that aim 
to police feminine sexuality and associated eating practices. These expectations were formed 
ostensibly to protect women from engaging in hedonistic, overindulgent, vulgar, and sinful 
activities.45, 46, 47 This is a significant sociological phenomenon that plays out in superfood 
advertising as well. These companies, whose products are constituted by this peculiar 
admixture of “light” and “sweet” items, are able to safely sell their sweeter superfoods by 
discursively framing them as “light” and “healthy.” Navitas Naturals products, for instance, 
include cacao butter and cacao sweet nubs as recommended additions to listed recipes like 
Coconut Cupcake Bites and Judy’s Cacao Truffles.48 Naturya also performs this form of 
 double-taste gendering in their recipe section with decadent-sounding recipes and flavors like 
Very Berry Sunshine, Nana Ice Cream, Avocado Lime Cheesecake, Sweet Potato Brownies, 
and Superfood Chocolate Porridge that exists in tandem with their lighter fare. Similarly, 
Raw Revolution’s bar flavors include Chocolate Crave, Heavenly Hazelnut Chocolate, and 
Chocolate Coconut Bliss.49 Even the names connote desire and indulgence in the forbidden—
yet the byline assures the reader these bars are “high protein, high fiber, low sugar, all vegan” 
and, therefore, acceptable.50 Superfood marketing, in this sense, appears to have found a 
solution to the highly confusing message women are given with respect to the need to 
maintain a thin body at the same time as giving in to junk food.  
It is also significant to note that superfoods are increasingly being promoted in men’s 
health magazines as well, but in a rather distinctive way with respect to visuals, number of 
product tie-ins, and health claims. To begin with, the promotion of superfood to men is often 
done without reference to a specific branded product—with the exception of health food 
drinks and nutritional sports bars. Although these bars also tend to be on the sweet side, they 
are often marketed as “hearty,” “filling,” and “performance enhancing.” Interestingly, 
however, in a recent article the Wall Street Journal discusses how male athletes who favor 
savory bars will now be able to buy ones that taste like pizza or even French fries.51 This 
further genders these products. 
Furthermore, the foods given the label superfood in men’s magazines are also distinct 
from those in women’s magazines in that they are focused on whole foodstuffs rather than on 
branded products. As such, the types of foods that fall under the superfoods label targeted at 
men include milk, eggs, almonds, chicken, beef, as well as unbranded quinoa, green tea, and 
chia seeds. Men’s magazines also draw on and market superfoods in the context of health, 
 energy, and athletic performance, with some even including references to medical journals, 
rather than beauty, body maintenance, and indulgence. Yet it is also important to note that the 
ways in which superfoods are marketed to men, even if it is without reference to specific 
brands, also works to reinforce dominant gender norms and expectations—this time in 
relation to masculinity. As such, meat in particular figures prominently in all of the lists of 
superfoods recommended in men’s health magazines. The focus on meat plays into 
normative assumptions about masculinity.52 According to Twigg, 
<ext> 
Men in particular are thought in some sense to need meat, especially red meat, and a 
series of masculine qualities are encapsulated in the idea of red bloodedness. It is part 
of the traditional image of John Bull, the beer quaffing, beef eating, fine figure of a 
man, and negative perceptions of vegetarianism within the dominant culture echo 
these ideas.53  
</ext> 
<indent>For example, in an article for Men’s Health titled “40 Age-Erasing Superfoods: 
Look, Feel and Stay Young,” beef is highlighted as a superfood crucial to building muscle. 
Grass-fed beef in particular, the article explains, contains omega-3 fatty acids that limit 
inflammation as well as “conjugated linoleic acid (CLA), which studies have shown help 
reduce belly fat and build lean muscle.”54 This gendered framing illustrates how men, as well 
as women, are also being incorporated into the youth-oriented food and beauty 
industry.</indent> 
<a>Nutritionism</a> 
 Nutritionism is the third and final discursive frame used in the promotion of superfood 
products across media platforms. This paradigm articulates a view of food that emphasizes 
the “nutri-biochemical level of engagement with food and the body, and on identifying 
relationships between nutrients on the one hand, and particular health conditions, biological 
markers (i.e., biomarkers), and biochemical processes of the body on the other.”55, 56, 57 This 
reductionist perspective first articulated by nutritonists, according to Scirinis, has been 
coopted by food companies to market products in terms of their perceived nutritional benefits 
and ability to obviate disease. Critiques of this approach toward food and health include the 
problematic assumption that nutritional content is vital to understand the value of food and 
that, since nutrition profiling is a scientific process, the public needs “experts to explain the 
hidden reality of food to us.”58 What is most pernicious about this approach is that it 
decontextualizes food from the context of its production, and eventual consumption, as well 
as erasing the difference between whole and processed foods which, for superfood 
manufacturers, has the benefit of presenting their highly processed nutritional bars and drinks 
as functionally and nutritionally equivalent, or superior, to unprocessed whole foods. 
According to Anne Barhill, this kind of nutritionism “is the quasi-scientific ideology that 
underlies the commercial approach to nutrition.”59 
All three superfood companies taken up in this chapter draw on the discourse of 
scientific nutritionism to sell their products. Navitas Naturals, in their description of their 
products, are conspicuous in highlighting the nutritional benefit of superfoods—primarily 
through the use of keywords popularly associated with health. For instance, their Acai 
Powder is described as containing all the “vital nutrients and flavour of the fresh fruit” while 
providing “vibrant antioxidants, omega fats, and fiber.”60 Similarly, their Blueberry Hemp 
 Power Snacks are described as being a rich source of omega-3 and 6 fatty acids, iron, 
magnesium, zinc, and potassium all balanced in an “ideal ratio to support human health.”61 
The use of scientific keywords like these are representative of how language and discourse 
can be used ideologically by “reconfiguring and conditioning society and culture, creating 
and perpetuating power relationships” and normative understandings of food and health.62 A 
similar use of framing terms can be found in the way Raw Revolution, on their website, have 
included a detailed list of ingredients and a precise nutritional breakdown below each of their 
products. Additionally, their FAQ page is filled with questions related to nutritional content, 
including how raw their products are, whether they are gluten-free, what 
isomaltooligosaccharides (IMO) are, and whether or not agave syrup is “bad” for you.63 
Additionally, nutritionism, as it relates to superfood in particular but also on a larger 
level, has the effect of constructing a highly rigid hierarchy of moral consumption. The 
formation of norms around consumption has a rich history in seeking to regulate both the 
qualities of food and quantities eaten. These norms can be thought of as technologies of the 
self that encourage self-regulation through the wedding of medicalized science with social 
concerns that “encourage communities to do the ‘right’ thing and behave in a ‘proper’ 
way.”64, 65  
Wodak calls this strategy referentialism, in which in- and out-groups are constructed 
through the use of language that sees the meaning of words as fixed.66 This approach, which 
leads to the labeling of some consumers—for example, those who eat superfoods—as 
virtuous and those that do not as possessing negative traits by virtue of their food choices has 
the effect of constructing the consumption of superfoods as an inherently moral act. Other 
kinds of food choices are thus seen as inferior, less than, and, in some cases, even sinful. 
 Much like the stratagems observed in traditional religious cults, this moralizing enables the 
dissemination of a “dogma of virtue” that solidifies a feeling of emotional solidarity and 
dedication among superfood adherents.67 
This discourse also often feeds into and is supported by governmental public health 
advice that reinforces a cultural shift “from eating food to eating nutrients” in a way that, 
again, “has turned eating into a science rather than part of a pleasant social event.”68 A focus 
on dietary guidelines, sodium levels, fat content, and the much maligned food pyramid, 
rather than on the quality and source of foods, is widespread. As it relates to superfoods, 
there are instances in which governments have incorporated nutritionism into their own 
recommendations about health. The British National Institutes of Health (NIH), for instance, 
in a section of their website on food and balance states the following: “Super Foods are a 
component of the Balanced Choices program and will highlight foods that promote health 
benefits above and beyond the basic nutrients,”69 followed by a list of such items as 
cranberries, kiwi, fish, tea, yogurt, and dark chocolate. While their list of recommended 
superfoods are all unprocessed and whole, the definitional slippage involved in relying on the 
word superfood by the NIH serves to extend the putative benefits of these foods to other 
commercial products like those sold by Raw Revolution, Naturya, and Navitas Naturals. 
Recently, however, government health bodies have begun to crack down on the health claims 
made by companies selling superfood products. Most notably, the EU has banned the use of 
superfood in product claims unless it is accompanied by an approved statement that explains 
precisely how the product is good for one’s health (since 2007).  
Finally, the distorted and misleading media coverage of the nutritional claims of 
superfoods also serves to perpetuate the ideology of nutritionism and furthers the relegation 
 of a sociocultural relationship with food to science. Health information about what we should 
eat is presented in magazines, on television, and online in ways that are often contradictory, 
confusing, decontextualized, and even false. Yet it is important to acknowledge that 
presenting information about the miraculous benefits of superfood foods in a dramatic 
fashion is effective in attracting and retaining viewers/readers and advertisers. Edgley and 
Brissett point out: 
<ext> 
Few scientific studies accompany their cassandras with a sense of perspective—a 
gentle reminder that there is a difference between statistical and personal risk . . . 
Perhaps we do this because the language of crisis and imminent doom seem in a mass 
society to be the only way to get anyone’s attention.70 
 </ext> 
<indent>In a news story that figures prominently on its Facebook and home page, Naturya 
products are mentioned in the Daily Mail, a British tabloid with upward of two million daily 
readers, as used by two prominent celebrity chefs who, in the piece, outline their “no rule 
rules” for eating well, and like a celebrity. The chefs recommend a Naturya product as an 
ingredient in their Go-To Green Smoothie. They suggest “1 teaspoon of super green powder 
(chlorella, spirulina, etc.)—we like Naturya . . .” The context in which the recipe is given 
supports the celebrity nutritionists’ goal advocating for the consumption of “organic, 
homemade food without grain, gluten, high starch or refined sugar” as the best way to 
achieve optimal health.71 The identical recipe, with the same ingredient recommendation, 
also appears in a blog post for Vogue’s Arts and Lifestyle Section, written by the chefs 
personally.72</indent> 
 A similar approach is taken by a story on Raw Revolution’s superfood bars written 
for Organic Spa magazine, which is an upscale American lifestyle magazine that focuses on 
advice related to living an “organic way of life.” In 2012, the magazine featured an article on 
“Buying the Best Bar,” in which Raw Revolution bars were given their stamp of approval for 
being “packed with raw all-natural ingredients like hemp protein and sprouted flax seeds.”73  
While it could be argued that the underlying philosophy of superfood and other food 
trend movements might “be commended, as the belief that food is necessary for health is 
reaffirmed,” in addition to the fact that it has motivated governments, scientists, and 
nutritionists to “disseminate nutritional findings beyond the walls of the laboratory,”74 as I 
have illustrated in this chapter there are considerable problems with the discursive 
construction of the superfood category as it relates specifically to the frames of corporate 
neoliberalism, gender, and nutritionism. Together, these frames produce a superfood 
discourse that masks its neoliberal foundations under a veneer of progressive politics, 
perpetuates a highly gendered image of women as fixated on diet and beauty, as well as 
drawing on a functional form of scientific nutritionism to equate the consumption of these 
foodstuffs with disease mitigation and attaining optimal health rather than on enjoyment, 
community building, and general well-being. 
Moreover, on a purely consumer protection and regulatory level, the validity of 
superfood health claims made by companies that produce these products need to be verified. 
Interestingly, there has been a considerable rise in the number of articles from these same 
magazines—Shape, Women’s Fitness, and Health—that focus on debunking nutrition myths 
with such titles as “The 10 Biggest Nutrition Myths,” “Healthy Diet Myths Debunked,” and 
“Nutrition Myths–Food Trends You Should Ignore.” Perhaps a move toward transparent 
 nutritional communication, coupled with an embrace of connected and nonexploitative food 
production practices, will form the next new trend? Here’s hoping. 
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